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Abstract 
The mobile phone has become an essential tool for completing purchases both online and offline. 
Although mobile payments (m-payments) are still in a developmental and early adoption stage, their 
mobility and accessibility make them likely to be one of the future’s most successful mobile services. 
Existing research has focused on consumer adoption, ignoring calls for merchant-centric research. 
Therefore, this paper presents a preliminary study on the adoption of m-payments from the merchants’ 
perspective. The results of the research revealed that merchants’ have an overarching affinity for financial 
institutions providing m-payment services and that lack of knowledge and lack of critical mass are the 
dominant barriers of merchants’ adoption of m-payment systems. Based on the results several 
recommendations for practitioners are offered and a number of lines for further research are identified. 
Keywords 
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Introduction 
Both payment systems and mobile devices and services are essential to the way in which we live in the 21st 
century: payment systems are central to commerce and mobile phones have become the default interface 
for ubiquitous computing (Berg et al., 2005; Carton et al., 2012). Mobile payments (m-payments) 
combine these two essential innovations to provide users with the ability to initiate, authorize and 
complete a financial transaction in which money is transferred over mobile network or wireless 
communication technologies to the receiver through the use of a mobile device (Chandra et al., 2010; 
Dahlberg et al., 2008; Lim, 2008; Lu et al., 2011; Mallat, 2007; Ondrus and Pigneur, 2007).  
Identified as a potential ‘killer app’ – one that will significantly alter the way we live and do business – by 
Hu et al. (2008), m-payments may offer the first ubiquitous payment solution, thus delivering a 
distinctive value to both consumers and merchants (Mallat, 2007). A report by the Centre for Economic 
and Business Research (2013) found the wide-reaching benefits of m-payments to include reducing fraud, 
lowering transaction costs, putting consumers in control of their finances, and reducing cash-flow issues 
for businesses. 
By the end of 2013, there were almost 245 million m-payment users, and Juniper Research predicts this 
will almost double within the next three years, up to 450 million m-payment consumers by 2017. A report 
commissioned by PayPal and produced by the independent consulting firm Ipsos MORI (2015) predicted 
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that m-payment would grow by 48% in 2015 in Spain, well above growth projections for online commerce 
in Spain during the same period of time. The same study revealed that the characteristics users value the 
most when making purchases with a smartphone or tablet are the speed of payment (36%), the fact that 
there is no need of a wallet (24%), the simplification of the payment process (22%), the innovative 
payment method (21%), the immediate confirmation of payment completion (20%), the ease of use (19%) 
and the fact that no personal financial data are shared with the merchant (16%). However, Tecnocom’s 
report (2014) reveals that although in the European context Spain has been a pioneer in implementing the 
European Payment Services Directive, m-payment has not managed so far to be consolidated as an 
alternative to other means of electronic payment. 
While global adoption of m-payments is on an upward trajectory, one of the factors affecting traction is 
merchants’ acceptance as consumer use of payment systems is inextricably linked to merchants’ adoption 
of them (Pousttchi, 2008; Rysman, 2009). Although consumer adoption has been one of the most 
investigated research topics within the m-payment domain, a lot remains unknown about the merchant 
perspective of adoption as a result of limited existing research (see Dahlberg et al., 2015). However, there 
are numerous business benefits for merchants adopting m-payment systems including increased speed of 
transactions, retaining less cash in the business premises, and possibilities for implementing new 
marketing and sales strategies through m-commerce. Therefore, the aim of this study is to obtain an 
insight of m-payment adoption from the merchants’ perspective, through a preliminary quantitative study 
to ascertain the factors that encourage or obstruct their use with a particular focus on the barriers of 
adoption. From the results obtained, we offer a number of proposals for overcoming some of the barriers 
identified, as well as identifying future lines of research. 
Literature review 
Due to the complexity of the environment, research has stated that it is essential that m-payments are 
studied from a variety of perspectives in order to acquire a holistic insight, although it is acknowledged 
that the implication of multiple stakeholders makes such research increasingly complicated (Ondrus and 
Lyytinen, 2011; Ondrus and Pigneur, 2007). However, as noted again by Dahlberg et al.’s (2015) more 
recent review of the literature, most of the existing adoption research remains focused on consumers (e.g. 
Chandra et al., 2010; Gerpott and Kornmeier, 2009; Liébana-Cabanillas et al., 2014; Lu et al., 2011; 
Mallat et al., 2009; Ramos de Luna et al., 2015; Slade et al., 2015; Tan et al., 2014; Zhou, 2013), with 
considerably less research focusing on merchants or m-payment service providers (Lai and Chuah, 2010; 
Mallat and Tuunainen, 2008; Silenzi, 2012; Teo et al., 2005) despite earlier recommendations to do so 
(see Dahlberg et al., 2008; Slade et al., 2013).  
Teo et al. (2005) interviewed randomly selected businesses to explore inhibitors and facilitators of m-
payment adoption in Australia. They found that some businesses were reluctant to trial m-payments 
before mass acceptance, and that businesses were uncomfortable with restricted participation of users 
based on solution provider monopoly. Mallat and Tuunainen (2008) conducted an exploratory study 
dominated by a qualitative methodology in Finland to organize determinants of merchants’ adoption 
intentions, finding lack of standardization and critical mass, as well as complexity of m-payment systems, 
to be among the main adoption barriers. Lai and Chuah (2010) also attempted to explore merchant 
adoption, although undertook interviews with industry experts rather than merchants themselves.  
Silenzi’s (2012) doctoral research involved interviews with managers from 15 international companies and 
found that the key benefits of m-payments for merchants is in facilitating purchases from unbanked users, 
increasing impulse purchases, and developing new business models.  
Existing consumer-centered research has found factors such as compatibility (e.g. Lu et al., 2011; Mallat et 
al., 2009; Ramos de Luna et al., 2015) and trust (e.g. Chandra et al., 2010; Zhou, 2013) to positively drive 
adoption of m-payments. On the other hand, consumer-focused m-payment research has found factors 
such as perceived financial cost (Lu et al., 2011) and perceived risk (Liébana-Cabanillas et al., 2014; Slade 
et al., 2015) to be barriers of adoption. Such factors may also be relevant in affecting merchant adoption of 
m-payments. Given that much of the existing research that has explored merchant adoption of m-
payments was conducted several years ago a preliminary quantitative study provides a good starting point 
for more in-depth exploration.  
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Research method 
The literature review was used to establish the main topics of interest for a semi-structured survey-based 
methodology, including: knowledge of the means of payment, usefulness and trust of m-payment systems, 
barriers to and drivers of the adoption of m-payment systems and, lastly, intention to use them.  
Data collection was conducted between June and July 2015 using physical distribution of paper surveys. A 
convenience sample of 400 Spanish businesses was initially selected based on their dispersal across 
different categories of trade activities. From this initial selection of businesses 151 accepted to participate 
in the research, giving a response rate of 37.75%. Data were entered into, and analyzed using, SPSS 22.0. 
The profiles of the participating companies are listed in Table 1. Most of them have between 1 and 9 
employees and an income of less than two million euros (microenterprises). The largest group of 
respondents by sector was retailers, constituting 47.4% of the sample, and the traditional physical store 
channel is still the primary sales channel employed by more than 90% of respondent companies. 
 
   No. % 
Sector Digital means 4 2.6 
ICT (computers, telecommunications, software, etc.) 9 5.9 
Traditional (newspapers, cinema, etc.) 4 2.6 
Retailers 72 47.4 
Mail order or sales on the Internet  3 2.0 
Restoration 21 13.9 
Others (which?) 38 25.0 
No. of 
company 
employees 
1-9 116 76.8 
10-49 13 8.6 
50-249 7 4.6 
250-499 5 3.3 
500 or more 10 6.6 
Company 
income in 
2014 
< 2 million Euros (microenterprises) 110 72.8 
2-10 million Euros (small enterprises) 8 5.3 
10-50 million Euros (medium enterprises) 5 3.3 
> 50 million Euros (large companies) 7 4.6 
Unknown 21 13.9 
Primary 
sales 
channel 
employed 
Physical store 141 93.4 
Internet 4 2.6 
Other (mail order or direct sale) 6 4.0 
Position of 
the 
interviewee 
in the 
company 
Company owner 49 32.5 
Company senior management 6 4.0 
Company middle management 4 2.6 
Store manager 12 7.9 
Store expert 6 4.0 
Employee 74 49.0 
Table 1. Profiles of respondent companies 
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Results 
Descriptive statistics (Table 2) revealed that there is a predominantly low level of knowledge of m-
payment systems, which could be related to the low levels of experience. Average experience of 
respondents of accepting payment cards is 12.8 years compared to that with m-payments of less than one 
year. The experience of respondents of accepting payment cards ranged from 0-35 years compared with a 
range in experience of 0-4 years with m-payment systems. Overall, nearly two-thirds of respondents 
perceived usefulness of m-payments as high (64.9%), although 41.7% of respondents had low-levels of 
trust in these payment systems.  
 
 Knowledge Usefulness Trust 
No. % No. % No. % 
Low 81 53.6 40 26.5 63 41.7 
Medium 36 23.8 13 8.6 2 1.3 
High 34 22.5 98 64.9 86 57.0 
Total 151 100.0 151 100.0 151 100.0 
Table 2. Summary of descriptive statistics 
 
Operating in a multi-sided platform, the dynamics of the m-payment market and processes involved are 
more complex than other payment systems. Stakeholders which were once fundamental to payment 
systems, such as banks, may not have as much bargaining power in the m-payment market, as they can be 
bypassed through pre-payment models. However, an overwhelming majority of respondents (60.2%) 
identified a preference for financial institutions to act as m-payment providers (Table 3) rather than 
mobile network operators or mobile application providers.  
 
Provider No. % 
Financial institutions 92 60.2 
Mobile network operators 12 7.9 
Application providers 10 6.6 
Indifferent 37 24.5 
Total 151 100.0 
Table 3. Preferences of mobile payment providers 
 
Although 41.7% of respondents reported a low level of trust in m-payment systems, only 10.6% identified 
trust as the main barrier to adoption (Table 4). Lack of knowledge was identified as the most common 
barrier (33.1%), followed by perceived lack of critical mass (18.5%). It is noteworthy that more than 10% 
of respondents felt there were no real barriers to adoption of m-payments. On the other hand, 
convenience and speed far exceeded any other driver of m-payment adoption with 58.9% of respondents 
identifying this as the main driver.  
Exploring respondents’ intentions to adopt m-payments against their evaluation of the main barrier to 
their adoption (Table 5), it is interesting to note that lack of knowledge ranks of highest importance to 
both those with no intention to adopt and those with high intention to adopt m-payments. Similarly, lack 
of critical mass was the next most identified barrier for both those with no intention to adopt and those 
with high intention to adopt m-payments. At least three or more merchants with no intention to adopt 
identify with any of the barriers listed, whereas none of those with low intention list cost as a barrier and 
none of those with high intention list technological issues as a barrier. Interestingly, the only group of 
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respondents to identify as not knowing or not providing an answer at all were those with no intention to 
adopt m-payments.  
  No. % 
Barriers to the 
Adoption of Mobile 
Payments 
Lack of knowledge  50 33.1 
Lack of critical mass 28 18.5 
No barriers 18 11.9 
Lack of trust in the payment system 16 10.6 
Costs of payment system adoption 14 9.3 
Lack of security 9 6.0 
Technological issues 4 2.6 
Don’t know/No answer 12 7.9 
Drivers of Mobile 
Payment Adoption 
Convenience and speed 89 58.9 
Security 22 14.6 
Increased sales 14 9.3 
Others 6 4.0 
Don’t know/No answer 20 13.2 
Table 4. Barriers and Drivers of Adoption of Mobile Payments 
 
Barriers Intention to use 
None Low High 
No. % No. % No. % 
Lack of knowledge 42 33.9 1 16.7 7 33.3 
Lack of critical mass 21 16.9 1 16.7 6 28.6 
No barriers 15 12.1 1 16.7 2 9.5 
Lack of trust in the payment system 12 9.7 1 16.7 3 14.3 
Costs of payment system adoption 12 9.7 0 0.00 2 9.5 
Lack of security 7 5.7 1 16.7 1 4.8 
Technological issues 3 2.4 1 16.7 0 0.00 
Don’t know/No answer 12 9.7 0 0.00 0 0.00 
Total 124 100.0 6 100.0 21 100.0 
Table 5. Respondents’ intention to use m-payments and perceived barriers of adoption 
Discussion and implications 
Payment systems are critical to the economy as it is through the transfer of monetary value that business 
is conducted; therefore, innovation of payment systems is vital to keep pace with new means of doing 
business. There have been a number of payment system innovations throughout history, each with their 
own distinctive features. Although in the European context Spain has been a pioneer in implementing the 
European Payment Services Directive, m-payment has not managed so far to be consolidated as an 
alternative to other means of electronic payment (Tecnocom’s report, 2014). The advancement of mobile 
commerce depends on suitable m-payment systems (Dahlberg et al., 2008) and consumer adoption of m-
payment is inextricably linked to that of merchants’ (Pousttchi, 2008; Rysman, 2009), hence the 
importance of understanding barriers to Spanish merchants’ adoption of m-payments. The findings of 
this preliminary study offer a number of practical implications outlined below as well as an up-to-date 
starting point for more comprehensive theoretical research. 
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The findings suggest that merchants’ knowledge about m-payments is generally low and that they 
perceive this lack of knowledge to be a fundamental barrier to their adoption of m-payments. Mallat and 
Tuunainen (2008) found that the knowledge required for merchant adoption is usually obtained through 
system trials. However, the complexity of the m-payment ecosystem may inhibit merchants’ ability to seek 
out an appropriate m-payment system to trial. Therefore, m-payment providers need to be more proactive 
in demonstrating their systems and offering trials to merchants to improve knowledge of this novel 
payment method. Given that the results highlighted that merchants would prefer financial institutions to 
provide m-payment services, all stakeholders in the m-payment market might benefit from greater 
involvement of financial institutions than currently exists. It is likely that merchants are in close contact 
with financial institutions as a result of traditional payment market dynamics so financial institutions may 
have more bargaining power in encouraging merchants’ m-payment trial and adoption.  
Another high-ranking barrier to respondents’ adoption is perceived lack of critical mass. This is again a 
shared finding with Mallat and Tuunainen’s (2008) as well as Teo et al.’s (2005) earlier studies. Lack of a 
wide user base may inhibit merchant adoption as implementing a new payment system will only be 
valuable in terms of cost and effort if it will be used. This emphasizes the importance of balance in 
focusing efforts on both consumer and merchant adoption. Offering incentives to consumers to use m-
payments will encourage them to ask merchants at POS if they accept this method of payment and put 
some pressure on merchants to adopt this innovation. However, there needs to be symbiotic advances in 
adoption where merchants see increasing use of m-payments by consumers and vice versa or consumers 
will just abandon the innovation.  
Similar to findings of a number of consumer-focused studies (e.g. Chen, 2008; Lu et al., 2011; Shaw, 
2014), lack of trust and security also impose some barriers to merchants’ adoption of m-payments, 
although more than 50% of respondents stated high levels of trust in the technology. Trust is not just 
about financial security, but a process that starts when users understand how the payment system works, 
and it does not end with its adoption (Zhou, 2014a; Zhou, 2014b) - it must remain consistent over time. 
Offering trial activities will help to improve merchants’ knowledge and as an indirect result also help to 
improve trust. Referring to consumers, Lu et al. (2011) suggest that disclosure of security and privacy 
assurances, and satisfaction guarantee policies, are also trust-building measures that will help to improve 
perceptions of trust and security; these trust-building measures are also relevant to merchants.  Whether 
it is a simple transaction error or a more serious problem, if something goes wrong during the use of the 
application, there must be a solution in the shortest possible time for users. 
Discovering that ‘no barriers’ of adoption was ranked quite highly is interesting. For those who perceive 
no barriers there must be other reasons to explain their lack of adoption intention. It may be that 
providers have not communicated the value of m-payments well enough. Understanding the value of m-
payments in contrast to existing payment systems is vital to persuade merchants that there is a need to 
accept one more method of payment when they may already be accepting cards, cheques and cash. 
Therefore, marketing communications should highlight the advantages of m-payments over other 
payment systems, such as their mobility for businesses that do not always operate from a fixed location.  
Complexity of the technology was identified by Mallat and Tuunainen (2008) as a fundamental barrier to 
merchants’ adoption of m-payments. However, our results suggest that technological issues have become 
much less of a barrier. This is likely to be a result of the proliferation of mobile technologies over recent 
years, which has resulted in their becoming a ubiquitous device in all aspects of life. Similarly, our results 
suggest that costs associated with m-payment adoption have become less of a concern for merchants. This 
may have occurred over time as merchants have become used to being charged for payment processing of 
credit and debit cards.  
Revealing barriers to merchants’ adoption of m-payments is necessary to understand possible reasons for 
resistance to change. Historically, technology adoption models have been developed for the employee 
context, although recent theories have emerged with a specific focus on consumers, such as UTAUT2 
(Venkatesh et al., 2012). Nevertheless, a feature these theories have in common is their focus on drivers of 
technology adoption, often disregarding barriers. For a more holistic perspective, consumer m-payment 
adoption models have extended core theories with barriers of adoption such as risk and cost (see Slade et 
al., 2014), which the findings of this preliminary study suggest are also important additions in the 
merchant context. However, in the merchant context the findings of this preliminary investigation suggest 
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factors such as lack of critical mass are also important additions to future theoretical models exploring 
this context, and may prove to have a stronger effect on adoption than other barriers such as risk and cost.  
Conclusion  
Significant efforts have been made to examine consumer adoption behavior of m-payments but the 
merchants’ perspective has largely been ignored. A literature search revealed that only one quantitative 
m-payment adoption study considering merchants has been published (Mallat and Tuunainen, 2008) but 
there have been many changes to both the technology and business domain since. Therefore, the aim of 
this study was to obtain an insight of m-payment adoption from the merchants’ perspective, through a 
preliminary quantitative study to ascertain the factors that encourage or obstruct their use with a 
particular focus on the barriers of adoption. The results of the research revealed that merchants’ have an 
overarching affinity for financial institutions providing m-payment services and that lack of knowledge 
and lack of critical mass are the dominant barriers of merchants’ adoption of m-payment systems.  
Limitations and future research 
Despite its contributions, this study is not without limitations, and these limitations provide fruitful 
avenues for further research. Firstly, as a preliminary study, only basic statistical analysis has been 
conducted. The researchers are currently developing a theoretical model to consider merchant adoption of 
m-payments across different countries which will be tested with structural equation modelling. This will 
provide more generalizable and detailed results useful for both academicians and practitioners. Secondly, 
the study’s sample consisted only of Spanish merchants and almost half of respondents were employees 
who may not have any decision making powers with regard the implementation of new payment methods. 
Future research should try to gain access to those in the company who are in control of such operations. 
Furthermore, a longitudinal research approach would enable the consideration of actual adoption rather 
than just behavioral intention, and exploration of whether and how drivers and barriers of continued use 
change.  
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